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ABSTRACT

Karcher, Brandon X. M.S., Purdue University, December 2011. Recruiting for
Higher Education: The Roles that Print, Web, and Social Media Play in the
Decision Process for Prospective Students. Major Professor: Judith Birchman.
Recruiting in higher education is a process that has been an evolving
process since it first began. The most traditional methods for recruiting have
been through print, web, and campus visits. However, with new social media like
Facebook, Twitter, and other services, many universities have adopted the new
media for recruiting purposes. Social media, coupled with a more technologically
adept population of prospective students forces universities and colleges to look
at an increasing number of mediums for recruiting. There is a lack of literature
that documents the usefulness of the newer social media outlets. This study was
designed to determine how effective different media (print, web, and social
media) is in recruiting prospective students, and also to determine who
influenced the students in the decision making process. For this research, first
semester freshmen in the College of Technology at Purdue University were
surveyed to determine how print, web, and social media is perceived by students.
This paper will detail the results of the web survey conducted in the Spring of
2011.
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CHAPTER 1. INTRODUCTION

This chapter provides a basic overview of the study conducted and the
paper that follows. This introduction is designed to give the significance of the
study, assumptions, limitations, delimitations, and a brief methodology.

1.1. Scope
Every year, more and more young students apply to their preferred college
or university. According to the National Center for Education Statistics, there are
more than four million students between the ages of eighteen and nineteen that
are enrolled in degree-granting institutions. Something influences this population
of students to make the decision to select a particular university and program.
This research will focus on the influencing factor(s) that attract student(s) to a
particular college. In this case, the college will be the College of Technology at
Purdue University.
While recruiting for higher education is a well documented and practiced
process, new social media venues of delivering information are changing the way
some universities are reaching prospective students. Facebook, Twitter, and
many other new social media are being utilized as a means to convey
information to market and even to communicate with students. Of course, more
traditional mediums such as print and the web are still a large contributor to the
same means, but social media is currently adding another layer of complexity. It
was only in the past five years that universities such as Michigan, Purdue, and
many others started using these services. Due to this emerging use of social
media, the impact and usefulness has yet to be measured extensively against
other media types in a technology-centric college. There is a lack of research
done on the impact of social media for recruiting within the higher education
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setting. Where do print, web, and other types of media fit within this new
emerging media, and which is the most effective in reaching the newest
generation of prospective students? Through answering this question, this
researcher hopes to identify the needs prospective students have with the
evolving recruitment process in higher education.
Types of media used to recruit students also must consider parental
involvement, and take that into consideration. If parents of prospective students
are heavily involved in researching universities for their children, their choice of
media could be much different than a students. Because of this discrepancy and
difference in medium preference, this will also be an area discussed in this study.
This leads to the primary question of the study: what role does print, web,
and social media play in recruiting for higher education?
For the participants in this study, the best and easiest source of student
information is attained by surveying the current freshmen in the College of
Technology at Purdue University. The students surveyed were first year freshmen
in the College of Technology during the Fall of 2010. Surveying students as
freshmen will give the highest chance of them recalling decisions made during
the recruiting process.
To elaborate on the scope, the question this researcher is asking is not
about aesthetics of the recruiting media itself. The question is focused more on
how or if the students used the particular media they did, and why.

1.2. Significance
Recruiting done by higher education institutions is very common. The
typical and traditional methods for recruiting by any institution, whether academic
or not has been via print media and the internet. Recently, however, social media
has become a very popular and very marketable medium. The research
evaluating recruiting methods for higher education has typically centered around
the use of the web and print. Now that social media has entered the equation, the
effectiveness of this new medium is unknown when compared against the
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traditional methods. This researcher does not simply wish to test which is more
effective in recruiting students. Unlike studies in the past, this research will detail
how students perceive various mediums in the recruitment process. Ultimately,
the study will have details about which medium is preferred and detail how
students view the different mediums in terms of effectiveness, and many other
aspects.

1.3. Definitions
Facebook – A social network introduced in 2004 that allows users to upload and
share photos, videos, links, and interact with millions of registered users
(Facebook, 2011).

higher education - education beyond the secondary level; especially education
provided by a college or university (Merriam-Webstier, 2010).
personalization – personalization refers to the unique experience a user has
when visiting various online media. Websites, search engines, and other online
services will cater to user input giving a customized interface that is unique
(Harris, et al., 2005; LaCour, 2005).
social media – a group of internet-based applications that build on the ideological
and technological foundations of Web 2.0, and that allow the creation and
exchange of User Generated Content (Kaplan & Haenlein, 2010).

Twitter - Twitter is a real-time information network that allows users to
communicate to each other and share information over 140 character max
messages called “Tweets” (Twitter, 2011).
Web 2.0 – tools used to gather information in order for it to be compiled most
typically into social media outlets (Kaplan & Haenlein, 2010).

4

wiki – A wiki is a website that allows multiple users to edit and create articles on
interlinked web sites via a web browser (Wikipedia, 2011).

1.4. Assumptions
The following assumptions were inherent to the design of the study and
survey given to the subjects:


There is a need to determine the usage habits of prospective
students with regards to recruitment material for the College of
Technology at Purdue University.



Participants have been accepted and are currently enrolled as
students within the College of Technology at Purdue University.



Participants have some recollection of the media they looked at in
order to make a decision to enroll in the College of Technology at
Purdue University.



Participants answered truthfully and honestly in the survey given
and these answers are accurate as to their past experiences with
Purdue recruiting media.



The number of participants that responded to the survey is
adequate to arrive at a conclusive result.
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1.5. Limitations
The following limitations were inherent to the design of the study and the
survey given:


The study was limited to the current freshmen class that was
enrolled in Fall 2010.



The study was limited by the number of respondents to the survey.



The study was limited to the number of students that enrolled in the
College of Technology.

1.6. Delimitations
The following delimitations were inherent to the design of the study and
the survey given:


The study will not be conducted on anyone but first year freshmen
in the College of Technology



The study will not be evaluating the mediums used for recruiting
themselves, but rather the effectiveness.



The study is not a cost savings model for the College of
Technology.
1.7. Summary

The intent of this chapter was to give an overview of the research project
including scope, significance, definitions, assumptions, limitations, and
delimitations. The following literature review will explore the history of recruiting
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at the higher education level, new media that is influencing the recruiting
process, and the theoretical models that encompass this information.
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CHAPTER 2. LITERATURE REVIEW

2.1. Introduction
The purpose of this literature review is to provide an overview of recruiting
for higher education. This chapter will explore the history of higher education
recruiting, and the reasons why institutions of higher education recruit. The main
focus of this chapter, however, is to discuss the media types used to recruit the
prospective students, and the methods in which they are implemented.

2.2. History of Higher Education Recruiting
Following the space race of the 1950s and 1960s, state and federal
support for higher education got a large boost in support. Congress funded
campuses across the country that specialized in technology and sciences with
the hopes that some of the scientific discoveries would benefit state and private
businesses (Anctil, 2008). This support did not last, however, and dissipated in
the early 1970s. With an energy crisis, and the demands for the government to
support a costly war, Congress could not continue to support higher education
like it had previously. During the 1980s and 1990s, demands of state budgets,
including higher costs for healthcare, welfare, and prison construction further
reduced the amount of support higher education would receive. Also during this
time, the boom of the Internet was changing the way higher education presented
itself. Institutions such as DeVry University, and the University of Phoenix, which
are two of the more predominant for-profit universities, presented legitimate
competition to traditional universities and colleges. Throughout the 1980s and
1990s, higher education began acting more as business, rather than a social
institution in an effort to boost the student body (Anctil, 2008).
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2.3. Traditional Media Used for Recruiting
Recruiting for higher education has typically been accomplished by using
a variety of print and Web media to reach prospective students with a particular
message or offer. According to Krachenberg (1972), the types of print media
used originally were typically in the form of posters, bulletins, announcements,
and letters. Many of these methods are still used at a large percentage of
institutions, and over the past 40 years, their tactics have deviated little (Anctil,
2008; Carter, 2010). While higher education recruiting still implements print
media, the use of the Web has become commonplace as an avenue to recruit
students as well (McDonald, 2008). Web recruiting media includes school
websites, individual websites for each college, emails sent to students, banner
ads, and even posted videos (McDonald, 2008 ; Sevier, 1996).

Print and Web media recruiting for higher education has changed little
from the norm, where students still receive information about the various
programs, financial options, and scholarship information. One critical change has
affected how these media are used. The change is known as personalization.
Personalization delivers information and resources that are tailored and pertinent
to individual users, and is defined as a “campus that assesses what it knows
about its users and then provides them with specific information, content, and
layouts. This provision is usually accomplished through an enterprise portal that
integrates various campus applications and leverages the vast data held in
administrative systems” (LaCour, 2005, p. 1). Personalization, when related to
print media, can be as simple as a prospective student receiving a letter in the
mail with his or her name on it, rather than a mass produced letter.
Personalization in Web media allows viewers to have a unique experience on a
university website, depending on their individual interests (LaCour, 2005).
Prospective students can visit the website of an interesting school, browse
information, and upon returning to the website, a personalized welcome message
as well as suggestions based on past visits will be provided (Harris, et al., 2005).
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2.3.1 Print
While print media has typically been viewed as “dying” or becoming less
and less prominent due to the Internet and other emerging social media in the
past decade, experts say that it will maintain steady business and growth as time
goes (Graydon, 2010; Moses, 2010).

To illustrate the effectiveness of the different types of print media, Sevier
(1996) conducted research in the springs of 1995 and 1996 that surveyed 3,000
college bound students. In this particular study, one of the questions had
students rate the type of information seen on recruiting materials, and give the
information a number on a nine point scale (1 being lowest interest, 9 being
highest). The top three included Scholarship Brochure, Financial Aid Brochure,
and Catalog.

Universities utilize a very large number of different types of media to
promote themselves. Each has it's own message, intent, and design. Throughout
this research, it is helpful to understand how a typical university uses print, web,
or social media effectively so that the distinction can be made from one medium
to another as well as give insight on how these mediums are used specifically.

One example of using print media for recruitment comes from the
University of South Dakota. Their aim, according to their website
(http://www.sc.edu) is to improve awareness, perception, inform donors, and
strengthen connections with alumni. Annually, there are about 350 media
releases that highlight news, events, people, and projects. Many of these, such
as in figure 2.1 and 2.2, are aimed towards recruiting new students.
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Figure 2.1 South Dakota Print Ad 1

Figure 2.2 South Dakota Print Ad 2

Another example of higher education recruitment material comes from
Purdue University in the form of a brochure. Like the University of South Dakota,
Purdue increases brand awareness, image, and reaches prospective students,
alumni, and donors. Figure 2.3 shows a brochure used by Purdue University that
is sent to prospective students. These brochures gives students information like
available colleges, majors, financial aid information, and more.

In a recent Noel-Levitz Report (2009), the effectiveness of print media is
shown to be still very high, and many institutions of higher education use it. The
number of schools that are adopting Web based recruiting practices is
increasing, however.
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Figure 2.3 Purdue Brochure
.

2.3.2 Web
In the past decade, the Internet has revolutionized the way information is
accessed and shared. Because of this, Web marketing for recruiting has become
a very popular avenue. Before 2000, 97% of colleges had at least one or more
websites affiliated with them (Sevier, 1996). Higher education had already bought
into the Internet and its ability to convey information. In a recent the Noel-Levitz
Report (2009) that was distributed to 2,774 degree-granting institutions, and
represented 365 colleges and universities throughout the United States, webbased recruiting is still shown to be very popular. Of all respondents, 97.9%
reported that email communication is an effective means to recruit prospective
students. In addition, at least 90% or more of 4-year public institutions use and
find many other methods effective including admissions office websites (94.8%),
and specially designed websites for recruiting (92.7%).

In a study done by Montgomery (2001), Web media is compared directly to
the typical media of the past 30 years, and also falls under the same umbrella of
marketing techniques that are used in print. Typically, Web marketing is a mass
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marketing type of media, rather than a niche marketing medium. The reason is
due to the nature of the Internet. The Internet provides a means to spread
information to a large number of people very quickly. By targeting a mass
audience, it is easy to get information to many people at once (Montgomery,
2001).

Personalization is a large part of Web recruitment (LaCour, 2005). In figure
2.4, the website for the University of Minnesota is shown. In the top right corner,
students are able to log in as a guest account, which can track their navigation
on the website, and allow the site to make suggestions of where the prospective
student should look for information. Websites outside of the higher education
realm have used methods such as this for some time to aid in site navigation and
to sell a product. Newegg.com, Amazon.com, and many others can suggest
items for you to buy based on your purchase and search history. In this same
manner, websites that represent higher education institutions can recommend
the bio pages of professors related to your search fields, or even point you to
studies and accreditation pages. The Noel-Levitz (2009) report that reached 365
colleges and universities across the country indicates that while personalization
is only used in about 25%-35% of universities, it is generally considered to be
effective when used.

Figure 2.4 University of Minnesota Website
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2.4. Social Media Used for Recruiting
Social media has been becoming more and more prominent in the last two
to three years, and it has all but turned the communication and media world
upside down (Paine, 2009). Paine (2009) backed up this statement by pointing
out that there is a new blog created every minute, and there are millions of
tweets made every day. Kaplan and Haenlein (2010) define social media as “a
group of Internet-based applications that build on the ideological and
technological foundations of Web 2.0, and that allow the creation and exchange
of User Generated Content.” “Web 2.0” in this context refers to and directly
relates to social media, as O'Reily and Battelle (2009) define Web 2.0 as being
all about “harnessing collective intelligence”. They discuss how Web 2.0 devices
rely on mass amounts of user generated content, or UGC.

In order to react to this change, universities and other higher education
institutions are adopting Web 2.0 and social media tools to recruit prospective
students. In a 2008 study by the U Mass-Dartmouth Center for Marketing
Research, university and college admission offices nationwide were shown to be
using a wide variety of Web 2.0 and social media tools to recruit students
(Barnes & Mattson, 2009). Twenty-six percent used search engines, 21% are on
social media networks, 61% are using a minimum of one form of social media,
and 55% are very familiar with social networking. Over time, admissions offices
are becoming more and more familiar with social media tools. Barnes and
Mattson (2008) conducted research on college admissions offices, and it would
appear that they are becoming more versed in social media. The study is a result
of 536 telephone interviews that took place with 4-year accredited universities
between October and November of 2008. Results of the survey indicate that
while some methods of social media recruiting are becoming more popular,
others are becoming less popular. Familiarity with social media has grown quite a
bit from 2007 to 2008 in admissions offices (from 55% in 2007 to 63% in 2008).
In addition, the study also reported an increase of knowledge in video blogging
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as well as Wikis. These increases in knowledge are important, especially in
admissions offices where the changing recruitment practices often begin.

2.4.1 Facebook
Since its launch in 2004, Facebook has been a very popular social
networking site, and according to its website, now has over 400 million active
users. A 2009 data set from comScore has Facebook receiving 112 million
unique users in the US. With 205 million total Internet users in the US, about
54% of them are using Facebook (Prescott, 2010). Figure 2.5 shows the typical
user interface for an institution of higher education with images of the university,
information, contacts, other people who “like” Purdue, and messages on the wall
of the Purdue page.

Figure 2.5 Purdue Facebook

Facebook allows its users to create a custom profile, attach photos,
communicate, and share information with friends. It is because of the ability to
communicate directly and share thoughts, experiences, and ideas that Facebook
has become very popular with business and higher education (Holzner, 2008;
McDonald 2008; Paine, 2009). The recruiting and marketing possibilities of
Facebook have not been overlooked; however, according to Paine (2009), the
value of advertising is declining, but the value of contacts and friendship
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engagement is rising, and because of this, university recruiting happens at an
increasing rate on Facebook.

The University of Michigan is one of many other institutions of higher
education that use Facebook as a method of spreading knowledge and
information to students. The university links events, news, and other goings on
around the campus. Students can come to the Facebook page, and post their
own thoughts, share information with others, or even comment on others posts.
Shown in figure 2.6 is a screen shot from the University of Michigan Facebook
page that gives an example of how the page can be used in a way that allows
students to become involved on it and help voice opinions.

Figure 2.6 Michigan Facebook

Aside from the typical uses of Facebook like posting images, news, and
events, Stanford is using Facebook for a different purpose. Stanford holds what
they call “office hours” on Facebook, where a special guest will have a post put
up promoting his or her research, then another post will follow talking about the
guest's research area. Students can them log onto the Stanford Facebook page,
and ask questions of the guest. Finally, the guest will make a video response to
the questions. This is an innovative and original way to use the Facebook
technology, and attracts users from all over the world to log onto their site to view
the videos (Lavrusik, 2009). Figure 2.7 shows screen capture of the Stanford
Facebook page with a video “Office Hour” displayed.
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Image 2.7 Stanford Facebook

2.4.2 Twitter
Twitter, another social media tool is also gaining popularity with recruiters
for higher education and in business (Morrissey, 2010). Twitter is a micro
blogging application that sends out short, text-based posts, or “tweets” of 140
characters or less (Kaplan & Haenlein, 2010; McDonald, 2008). Users can,
according to Twitter's website, “share information with people interested in your
company, gather real-time market intelligence and feedback, and build
relationships with customers, partners and other people who care about your
company” (Twitter, 2010). Twitter, like Facebook also has a mass amount of
users. As of April 15, 2010, Twitter has over 100 million users (“Twitter,” 2010).
Twitter has grown, and continues to grow at a very high rate. From January 2009
to January 2010, the number of Twitter users grew from 1,051,000 to 4.7 million,
which is a 347% increase.

Twitter allows its users a variety of methods to keep track of other users,
or “follow” them. Any user can follow a friend, company, or organization in order
to receive information posted by them. As noted above, the messages appear in
short text form or 140 characters or less. Another tool is the ability to “trend” a
topic. Trending occurs when users add an “#” symbol before a term. When
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enough people trend a term, it appears on the front page of Twitter of the
“Trending Topics” link. These topics are generally breaking news, a new popular
joke, or even a controversy (Twitter, 2010).

Trending and posting information are used uniquely by few institutions of
higher education, and one in particular is taking full advantage of the tool. The
University of Vanderbilt recently used the trend tool in Twitter to accompany its
web cast of 2009 commencement (Lavrusik, 2009; Twitter, 2010). Vanderbilt had
a single page oriented to gather the commencement tweets that contained the
#VU2009 tag, shown in Figure 2.8. Figure 2.9 shows their main Twitter page with
announcements and information regarding the university.

Figure 2.8 Vanderbilt Trending

Figure 2.9 Vanderbilt Twitter
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2.4.3 Other Social Media
There are many other popular social media tools available for use, and
new ones are created quite often. While Facebook and Twitter may currently be
the social media giants, other means of communicating should not be overlooked
(Barnes & Mattson, 2008). Admissions offices are increasingly using more social
media outlets including blogging (41%), video blogging (45%), wikis (10%), and
message boards (36%). With the sophistication of sites like Facebook, linking
videos and posting them in many venues has become very easy, which explains
why video blogging, or “vlogging” has become very popular (Barnes & Mattson,
2008). Text blogging is a little different, however, as further research by Barnes
and Mattson (2008) shows that private schools are more likely to have a blog
than a public school (72% versus 28%). Wikis, although less common, have
been a way for professors to post information about research topics, and others
(students) can add to the body of knowledge as they work on a project.
Prospective students using sites that offer personalization are sometimes pointed
towards these sites if the research matches their interests (Barnes & Mattson,
2008).

2.5. Media Strategies for Recruiting
Many institutions of higher education utilize at least one or a combination
of multiple types of media, whether it be print, web, or social media. Simply using
the tools is not enough, however, each institution needs to use the media type
with a strategy in mind to make it truly effective (McDonald, 2008). The methods
to recruit student have changed over time as technology has evolved, and in the
following sections, those methods will be explored.

2.5.1 Methods of the Past
In the past, institutions of higher education were marketed in ways vastly
different than they do now (Anctil, 2008). Technology had not advanced to the
level it is now with the Internet and social media, and therefore the connections
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between prospective students and higher educational communities were not
nearly as strong. Anctil (2008) discusses how universities and other higher
education institutions had to rely more heavily on the actual image of the
institution. The declining enrollments and decrease in state and federal funding
“contributed to the need for many institutions of higher education to create and
maintain a distinct image in the marketplace” (Anctil, 2008). The types of media
most commonly used in the not too distant past are part of the research done by
Sevier (1996). This is the same study that encompassed 3,000 college bound
students during the springs of 1995 and 1996. The four divisions in the particular
study were Video, CD-ROM, Web page, and Floppy disk with respect to the
highest mean value. These past methods are important to consider because they
can give insight to where recruiting might be heading. With video being the
highest in past recruiting as well as video blogging growing in use within
admission offices, it would seem that this method continues to be popular and is
growing.

2.5.2 Methods used Today
Today, the methods to recruit students are much broader, and contain
many more venues to deliver content than in the past (Barnes & Mattson, 2008).
Due to the need to recruit, many colleges and universities have established
dedicated marketing departments and hired professional directors to lead them
(Anctil, 2008).The three main mediums discussed here, print, Web, and social
media all occupy a space in the higher education marketing world. This is still
true today, according to Lewison and Hawes (2007),

Print, while not being near as high a percentage of used recruiting media
as it once was, is still an important means to recruit for higher education. The
Noel Levitz (2009) study shows that print media is still very popular with higher
education recruiting. Nearly all of them use general recruiting publications like
viewbooks and search pieces as well as direct mail searches. Only 1% of public
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4-year universities did not use general recruiting publications, and only 0.5% of
private 4-year universities did not use the same methods. What is helping the
print media today is the ability to personalize it, to tailor it to an individual
student's needs (LaCour, 2005).

The number of higher education institutions using the Internet to recruit
students has increased over time, and rightly so. The Internet method of
recruiting students is also seen as very effective. In the Noel Levitz (2009) report,
a large percentage of universities are showed using email, a recruiting website,
and admissions websites. The effectiveness of these is also generally seen as
favorable. Due to the popularity and effectiveness of Web recruiting, it is a very
popular avenue for higher education institutions to take. The Noel-Levitz (2009)
study also shows the effectiveness of a mix of print and Web recruiting
strategies.
Social media, as of the last two years has become a medium used, and
continues to grow as a means of recruiting in higher education. The Noel Levitz
(2009) and Barnes & Mattson (2009) indicate that social media use is increasing
as well as the effectiveness of social media in recruiting. In addition, admissions
offices as well as student interest is growing in social media recruiting, and
shows no signs of slowing.

2.5.3 Future Methods
If the current trend continues, social media, and web-based recruiting for
prospective students will continue as the Internet becomes more of a mainstay in
most peoples lives. Lewison and Hawes (2007) express the thought that the
future of marketing for educational institutions “lies in the more analytical and
creative realms of direct interactive multichannel marketing”. Ultimately, allowing
prospective students to interact, connect, and forge relationships with the faculty,
current students, and administration will lead to more success in garnering more
students (McDonald, 2008; Paine, 2009).
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2.6. Conceptual Models
This research on the recruitment for higher education falls under the
umbrella of marketing as well as public relations theories and research. The
following sections will detail how marketing and public relations relate to each
other, how they are different, and how they apply to this research. Additionally,
the research and questionnaire in particular was designed with the Theory of
Planned Behavior as the study model (Fishbein & Ajzen, 2010). This section will
also discuss how the survey was crafted to reflect this theory.

2.6.1. Marketing and Public Relations
Traditionally, marketing and public relations are terms that are
interchanged often, but the distinction is not always clear. In the scope of this
study, it is important to identify which is being identified, and why. While media for
recruiting can be considered public relations, this paper is more focused on the
marketing aspect of recruitment in the College of Technology.

In Public Relations: Concepts and Practices (1984), the differences
between public relations and marketing are clearly explained. Marketing is
elaborated on as being the ability to “sense, serve, and satisfy customer needs”,
where public relations exists to promote positive feelings, goodwill, and bolstering
of positive public opinion. For this study, marketing is the main focus, with its
emphasis on customer needs. Identifying the needs that prospective students
have with the evolving recruitment process is one of the goals in this research.

2.6.2. Theory of Planned Behavior
The Theory of Planned Behavior is a theory that was developed and
proposed by Icek Ajzen in his paper From intentions to actions: A theory of
planned behavior (1985). The theory is an extension of the Theory of Planned
Action, and is one of the more prevalent prediction theories regarding behavior.
According to the theory, decisions are guided by three considerations:
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behavioral, control, and normative beliefs. When these three beliefs combine, an
intention forms. The intention is then linked to a behavior, and depending on the
perceived behavioral control an individual has, the behavior will be carried out.

The Theory of Planned Behavior is what the survey in this study is based
on, and directs the structure of the survey. The theory explains that in order to
make a decision, a person takes into consideration his/her perceived beliefs and
attitudes, then develops an intention, and finally a behavior follows. To follow this
model, questions are asked in a manner that allows for questions based on
attitudes/beliefs, intentions to use various media, and finally questions regarding
behaviors (Fishbein & Ajzen, 2010).

To utilize the Theory of Planned Behavior, the survey posed questions in a
manner which flowed chronologically as well as in the same order of the theory.
First, questions were asked about the students experiences before enrolling in
the College of Technology. Questions such as “Who or what influenced you the
most in making the decision to attend the College of Technology (CoT)?”
intended to gather information regarding the student beliefs and/or attitudes
regarding different factors like parents, advisers, and mediums such as print or
Web. Next, the intention, or readiness to perform a behavior needed to be
assessed (Fishbein & Ajzen, 2010). The survey covered multiple areas that
related to intention. Measuring students willingness to consider social media, and
their intention to later use it as an information source was the main focus of the
intention step in the Theory of Planned Behavior. Finally, the behavior section
focused on how the students used, are currently using, and also how they think
the College of Technology should use media to recruit students. The disparity
between how students used media when searching for a prospective school and
how they now feel the College of Technology should use this media are
interestingly two very different opinions, which will be covered in the results
chapter.
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2.7. Summary
The different types of media explored are all very important to consider
when recruiting prospective students. While print, Web, and social media all have
their own advantages, disadvantages, and ability to reach an audience, to say
using any exclusively would be the best option is incorrect based on the research
done. In addition to a comprehensive literature review, this research also relies
on a theoretical backing to structure the questionnaire through the Theory of
Planned behavior. In the next section, the methodology of the study will be
discussed.
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CHAPTER 3. FRAMEWORK AND METHODOLOGY

The intent of this researcher was to gather information on how and why
prospective students choose a college based on the method in which they are
recruited. The research is meant to capture backgrounds, preferences, and
collective thoughts from the participants and why they used the media they did.
The results of the study are intended to give the College of Technology a better
idea of how the media they use will affect recruiting as well as show how different
mediums are more effective than others.

Due to the nature of the information this research gathered, a qualitative
study was conducted to gauge the participants feelings toward the media. Many
of the questions were open ended and allowed the participants to answer freely.

Due to the nature of the questions this researcher is asking, it is practical
to do a qualitative study. How are students choosing Purdue's College of
Technology and why are they choosing it? What aspects of the various recruiting
media attracted them to the College of Technology and why? These are three of
the basic questions that this researcher will answer with this study.

3.1. Methodology
The following sections will detail individual aspects of the methodology
including population, sample size, variables and assessment tools.
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3.1.1 Population and Sample
The population for this study was the first year students during the Fall
2010 semester who were enrolled in the College of Technology. In the fall 2010
semester 1502 students applied, and 1027 were admitted into the program. Of
the 1027 admitted, 563 accepted the offer and enrolled in the college and would
be given the survey.

The fall 2010 freshmen class was chosen because the students were most
likely to remember some of the recruiting material they might have received from
the university, and because they are the most currently available population for
the study. The goal was to determine what current students who have been
exposed to new social media prefer, and not past students who were not as
exposed to this new media. This sample of students will also provide a unique
insight on a technology-centric population, which will aid in determining the best
course of action for future College of Technology recruiting. This research will
give a current look into the thoughts, and opinions students have towards the
various media types.

3.2. Data
This section will outline the type of data collected, how it was collected,
and how it was evaluated. It will also discuss how the sample was able to provide
data.

3.2.1 Pilot Study
In an effort to identify any issues with the survey questions, a pilot study
was conducted with the Tech 101: Women in Technology course in the College of
Technology at Purdue University. This course was chosen due to the population
being primarily first year students in the College of Technology, and the size was
appropriate for a pilot study. The survey was distributed in paper form and was
completed on a volunteer basis. Of the 50 surveys sent out, 36 respondents
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completed and returned them. Overall, the surveys were well received, and upon
review of the pilot study, small changes were made to the final survey that
included giving multiple options to some questions as opposed to open ended
questions. In particular, the questions that asked which county the subject is
from, as well as the department in which the subject is currently enrolled in.
These questions before the changes caused confusion as to what the subject
should actually be writing down, they were changed to eliminate the confusion.

At the end of the pilot survey, a question was posed that asked if the
student thought the survey lacked an important aspect of their college
recruitment experience. There were comments on very few of the surveys, but
the ones that gave relevant information were the following:


“Distance from home, cost, and is this what I want”



“I feel that there should be more info on minors for your tech major and
what classes you should take”



“Explain the variety of Career opertunities [sic]”



“You're good”



“college / career fair.”



“I attend CoT events throughout highschool [sic] and they gave me the
best insight”



“When I was a sophomer [sic] in HS, I got invited to a college visit day just
for sophomores. At the visit, we were told, in general, about popular
majors & what you need to do in HS to get into Purdue. That kept me
motivated through HS & kept my sights set on Purdue.”

These comments did not provide enough additional information or opinion
regarding an aspect the survey might have missed, so no major changes were
made to the survey as a result of this question.
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3.2.2. Survey
The information gathered from the survey, which was delivered through
Qualtrics, provided all of the information needed in this study. The questions were
designed using methods including a Likert Scale for questions asking how
students felt about a certain recruiting material. Likert style questions also
measured how they liked the various recruiting methods used. Some of the other
questions were open ended and allowed the students to elaborate on how they
felt about the material, medium, or delivery of the recruitment material. The
information the students gave in the open ended questions was integral to
understanding the true feelings they had about the different recruiting methods.
Since a majority of the information gathered from the survey was openended questions with widely varying responses, this information is documented
in the appendix of this report (Appendix 3).

3.3. Credibility
This section details the steps taken to ensure that the data collected was
done so in a way that avoids bias. From the development of the survey, to the
committee that was in charge of ensuring neutrality, this research arrives at
conclusions based on unbiased analysis.

3.3.1 Credibility of Researcher
The credibility of the researcher has been achieved through the
thoroughness of research, as well as a pilot study, and revisions of the survey.
The survey needed to be designed in a way that eliminated researcher bias. This
was accomplished through modeling the survey questions on the Theory of
Planned Behavior, and avoiding biased or leading questions.
Throughout the development of this research, a committee has been
formed and been tasked with ensuring that the survey, data, and data analysis
remains unbiased. Mary Sadowski, the Associate Dean for Undergraduate
Programs & Learning Office served on the committee and helped to direct the
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study with her experience in survey creation. Dean Sadowski also served as the
client in this research, as this study was first proposed by her in order to learn
more about the College of Technology recruiting methods. Additionally, Associate
Professor Judith Birchman and Dr. Mihaela Vorvoreanu also served on the
committee, each bringing their own expertise in research. Through this
committee, changes, edits, and addendums have been made throughout this
research to ensure unbiased information.
Initially, a pilot study was created and used to identify any important
aspect of the recruitment process that was missed by the researcher. It was also
used to identify any misleading questions. When designing a survey, the
researcher needs to avoid a multitude of pitfalls that can lead to a biased survey.
Scheaffer, et al. (2011) provided a list of issues that can arise when creating a
survey, and they are what helped to guide the question creation:


Question ordering



Response options



Wording

These are the three main categories that are presented by Scheaffer, et al.
(2011) and they all were addressed in different ways. The ordering of the
questions followed the Theory of Planned Behavior, and was also chronological.
Respondents followed questions that pertained to their experience as a high
school student, then as a student looking for a college, and finally a College of
Technology student. The response options that respondents were given
remained consistent throughout the survey, allowing them to choose from the
same options with the same ordering of the options each time. This ensured that
respondents were never surprised with new choices, and that the choices were
always in the same place, avoiding confusion. Finally, the wording of each
question was considered. This survey needed to be free of any suggestive
wording or questions that present an argument already in the question.
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Therefore, the questions were strictly asking about experiences the students had,
and their opinions on different factors involving their recruitment.

3.4 Approvals
Approvals were needed to successfully complete the research in this
study. Purdue University requires that all research first be approved by the IRB,
or Institutional Review Board to ensure that the rights of the test subjects are not
violated.

3.4.1. IRB Approval
Purdue University utilizes an Institutional Review Board (IRB) to review
student research and ensure the rights and welfare of study subjects is
maintained. Approval at Purdue University is necessary for multiple different
aspects of the research including the survey itself, reminder emails, and the
contact information provided to the subjects. In the initial proposal, which
included the survey, and the emails that would be sent following the survey, there
were slight adjustments needed. The changes included adding contact
information regarding the researcher to an information page at the beginning of
the survey, and also adding contact information to the emails being sent after.
The proposal was accepted after this single round of revisions.

3.5. Summary
This chapter explored the methodology, framework, data collection
methods, and credibility of the research done in this study. The pilot study, survey
changes, and final approvals from IRB serve as a backbone that supports the
research as well as the results that follow.
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CHAPTER 4. PRESENTATION OF DATA

In the previous chapters, the intent of this study, the primary questions,
and the background information regarding the topic has been covered. In this
chapter, the researcher will attempt to explain the initial question posed through
data: “What role does print, web, and social media play in recruiting for higher
education?” This question is answered through the survey which has a few
overarching questions that are answered. These questions are (1) what attitudes
to students have regarding the different types of recruiting media used for
recruiting; (2) which methods did students use in searching for a potential
university, and what were their experiences with those mediums; and (3) what
other factors affected the recruitment process for potential students such as
parental involvement, location, etc. An inductive type of analysis was made on
the data gathered to identify patterns, commonalities, and sentiments towards the
different media types.

There are some inherent limitations due to the nature of this survey. The
questions asked are being answered with information that was recalled from
memory. Because respondents are being asked questions from their memory, the
responses are limited to what can actually be recalled. Additionally, the way in
which questions are worded presents limitations. Respondents are asked to
recall how their parents searched for information regarding a particular college. It
is likely that this could be confused for how parents searched for a university. The
same type of limitation exists when the respondents are asked which source was
used the most to research the College of Technology. Confusing the College of
Technology website as being the same as the Purdue website and vice versa
could be a limitation of the results.
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This chapter presents the data from the survey in a format that is similar to
the Theory of Planned Behavior. The results will be given in the same breakdown
as the theory, with attitudes/beliefs first, intentions second, and finally behaviors.
The following sections will detail the results of the survey by first detailing the
participants themselves (4.1), and then the information gathered about their
experiences with the various mediums or influences (4.2, 4.3, and 4.4). Section
4.5 details social media and how it is perceived by the subjects. Finally, 4.6
discusses media usefulness and how subjects felt the media used to recruit them
to the College of Technology was effective or not.

4.1. Participants
The information in this section is taken directly from the participant
responses to the first four questions of the survey. The questions asked basic
information regarding gender, location (county), and which department within the
College of Technology the respondent was currently enrolled. These questions
were designed to identify any patterns that may exist between location and
preferred media type.
Of the 536 total email surveys sent out, 57 respondents replied to the
survey. Of the 57 respondents, 46 were male (81%), and 11 were female (19%).
This sample of students is very close to the true population within the College of
Technology. Purdue University (2011) reported in their DataDigest that over the
past ten years, the population of women in the College of Technology was
between 11.7% and 15.3%. The current sample is within 6% of the last recorded
demographics in the College of Technology.There was also a relatively even
spread of students from each department with Aviation Technology (21%) and
Computer Graphics Technology (19%) having the highest percentage of
respondents. Participants were asked if they were Indiana residents, and if so,
from which county. Of the 57 respondents, 37 (65%) were from the state of
Indiana, and from a variety of counties. No county was represented more than
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Hamilton with four responses. Counties receiving threeresponses were Howard,
Lake, Marion, St. Joseph, and Tippecanoe. Counties with two responses were
Allen, Hendricks, Vanderburgh, and Whitley. Finally, the counties receiving single
votes were Bartholomew, Clinton, Dearborn, Deleware, Jennings, Madison,
Miami, Noble, Steuben, and Union.These questions were intended to identify if
there was a correlation between location and media types preferred, but with
most respondents being Indiana residents and with random county residency,
there is no identifiable pattern to be recognized.

4.2. Media Types and Information Sources
The next three sections including this one are written according to how the
questions were presented on the questionnaire, with regards to the Theory of
Planned Behavior. Section 4.2 will cover the methods which respondents used to
find the college of their choice. The first set of results in Table 4.1 shows how
aware of the different mediums each prospective was. Next, Table 4.2 focuses on
how each respondent, once aware of the College of Technology, conducted
research regarding the college.
Table 4.1 details initial knowledge of the College of Technology, or how the
student first found out about the college. Prospective students who learned about
the college had to find the information somewhere. If prospective students are
not aware of, or not finding information in the location that the College of
Technology supplies, then there could be a issue with how the college
broadcasts the presence of its own website. In the search for the roles that
various media plays in the decision process for prospective students, the first
source of information sets the precedence.
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Table 4.1
Initial Knowledge of the College of Technology

Media Type

Response #

Percentage

Purdue Website

19

37.00%

High School Adviser

8

15.00%

Parents

8

15.00%

Other

6

12.00%

Friends & Relatives

5

10.00%

CoT Promotional Material

5

10.00%

CoT Event

1

2.00%

CoT Facebook

0

0.00%

CoT Twitter

0

0.00%

CoT Website

0

0.00%

The data sources that participants indicated they used to research the
College of Technology were not vastly different than the ones they first
encountered. There are a couple key differences that possibly indicate a lack of
knowledge of the sources. In Table 4.1, participants indicated that the Purdue
Website was the most common place to hear about the College of Technology,
but not a single person indicated that the actual College of Technology website
was a starting place for the information. However, in the following Table 4.2, it is
clear that once students are aware the College of Technology website exists, it
becomes a primary source of information for many students (56%).
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Table 4.2
CoT Research Sources

Media Type

Response #

Percentage

Purdue Website

40

77.00%

CoT Website

29

56.00%

CoT Promotional Material

16

31.00%

Parents

14

27.00%

High School Advisor

13

25.00%

CoT Event

9

17.00%

Friends & Relatives

8

15.00%

Other

7

13.00%

CoT Facebook

1

2.00%

CoT Twitter

0

0.00%

The fact that none of the respondents indicated they found out about the
College of Technology through their own website, but then used it as a primary
source of information could potentially be pointing to a problem with student
awareness of the College of Technology website. If prospective students are not
initially aware of the website as a primary source of information, but many still
indicate it as being a source of information (either from finding it on their own,
doing a search for it, or locating it by other means) then there might be an issue
of knowledge or advertising of the site. Tables 4.1 and 4.2 indicate that the main
Purdue website remains the initial hub for students to begin their search, and
once the program or department of interest is located, other sources such as
promotional materials (brochures, etc) as well as the department websites
become more used.
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4.3. Influencers
In addition to the media that participants received and reviewed to make a
decision, outside influencers are also an important part of the decision process,
as they can have a large effect on how a student makes his or her decision to
attend college. In the following Table 4.3, the data is the result of asking who or
what influenced the student most in making the decision to attend the College of
Technology.

Table 4.3
Top Influencers to Attend CoT

Media Type

Response #

Percentage

Parents

31

60.00%

Purdue Website

23

44.00%

CoT Website

18

35.00%

Friends and Relatives

14

27.00%

High School Advisor

12

23.00%

CoT Promotional Material

12

23.00%

Other

12

23.00%

CoT Event

7

13.00%

CoT Facebook

0

0.00%

CoT Twitter

0

0.00%

The data clearly indicates that parents have a strong influence in the
decision making process that potential students go through in selecting a college.
With 60% of respondents claiming that the parents were in the top 3 of
influencers, this is a demographic that should be strongly considered in future
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recruiting. Later in the survey, the respondents were asked if their parents
assisted in the search for a college, and if so, how did they go about doing this
search? Over three quarters of all respondents indicated that parents assisted in
the search for a college, with 82% indicating that parents utilized a general web
search to locate the information.

The influence of media, parents, and other outside sources all initiated the
interest in the College of Technology somehow, but now the question is what
made the students commit. What influenced the students to choose the College
of Technology? The way in which respondents were able to answer this question
was open ended, so respondents could type in whatever they wished. There are
common trends in the data. First, respondents indicated that the College of
Technology had one of the only aviation programs available. Second,
respondents expressed a general satisfaction with the hands on work done within
the college. Finally, the respondents indicated that the college simply contained
the desired major or classes they wanted to enroll in.

Throughout the survey questions thus far, the CoT Facebook and Twitter
page has been almost nonexistent in the data. Only one student of all
respondents indicated that Facebook was even of use in the search for
information on the CoT, and other than that one instance, not a single respondent
has reported using the Twitter or Facebook profiles for any sort of information as
a prospective student.

4.3.1. Parental Influence and Media Preferences
In this study, the involvement of parents or guardians is considered, and
as Table 4.3 shows, 60% of students feel that their strongest influence when
choosing a college is their parent(s) or guardian(s). In addition to the majority of
students feeling that their parents are the strongest influence, the majority of
parents also assisted the students in their search for a college or university. Of
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the students surveyed, 77% of students indicated that their parent(s) or
guardian(s) assisted in their search. Just as important as whether or not the
students were assisted in their search is how the parent(s) or guardian(s)
conducted their search. Subjects were given a variety of media choices to select
including Web searches, printed material, phone calls, campus visits, or other.
The most popular search methods for parents were Web searches (82%),
campus visits (72%) and printed material (67%). The other options were less
popular with phone calls at 15% and other having 8%.

4.4. High School Media Use
This section of the results will detail how students utilized various media to
research their prospective college while still in high school. The questions asked
on this portion of the questionnaire had subjects think back to when they were
being recruited while in high school. First, respondents were asked to indicate
how they used media in the past, whether for homework, social reasons, video
games, or other. Next, respondents indicated the frequency in which they used
the College of Technology website.

The first question in this section addresses students online activity in high
school. What were they doing online, and how many hours per day were they
devoting to these activities online? In Figure 4.1, the different activities,
homework, social (Facebook, Myspace, etc), video games, and other activities
are measured with different options for the amount of time spent on each. The
most common online activities for students in high school are homework and
social. Social activity being as high as homework indicates that students are
spending a substantial amount of time online using a social network. The time
spent on most of the activities is around one to two hours per night, which also
results in the respondents spending a large amount of time online.
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Homew ork
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Video games

Other

Figure 4.1. Time spent on online activities in high school per day.

Due to the research being focused on the College of Technology at
Purdue University, there is interest in how often the students are accessing the
College of Technology website. In Figure 4.2, the data indicates that students
would visit the website a handful of times, which is most likely due to the fact that
students, once aware of the website, found it to be a reliable source of
information.
30

28

25

20
15

13

Site Visits

10
5

4

5
0
None

2-5 times

6-10 times

More than 10 times

Figure 4.2. Visits to the College of Technology website per week.
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4.5. Social Media
In chapter two, the importance and implication of social media was
discussed. In this section of the results, social media is measured to determine if
it was used, how it was used, and how effective it was if it was used at all. If
students indicate a strong desire to utilize social media as a means of attaining
information and researching colleges, it could have a large impact on how the
College of Technology does its recruiting. The following section will detail the
results particularly dealing with social media.

The first step is to evaluate students and their utilization of social media to
research a college. First, the types of social media used by students was
determined. In Figure 4.3, the majority of students use Facebook, with very few
using the other options. The students that indicated “other” supplied “email” and
“reddit” as their networks.

60

50

49

40

30

Number

20
9

10

7
3
1

0
Facebook

Myspace

Tw itter

LinkedIn

Other

Figure 4.3. Social networks used.

For this study, students were asked to indicate if they had ever used social
media to gather information on a college, how useful that information was, and
where the information was found. This can give an indication to which places
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students feel information can be found, and where the College of Technology
would want to focus if it were going to start using a social network for marketing.

Of the respondents, 58% indicated that they did not use social media as a
source of information for a college. If a subject indicated that they did utilize
social media, they were then asked a follow up question of how useful the
information was. Figure 4.4 below shows the results of how useful the
information was perceived as being to the students.
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Somew hat useful
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Very useful

Figure 4.4. Usefulness of social media.

Of the students who found useful information on social networks, three of
the networks were indicated as being the location for the useful information. Not
surprisingly, Facebook was the largest network indicated of having useful
information (84%), and other places as well as Twitter followed at 16% and 11%
respectively.

As a final point of interest in social media, respondents were asked if they
were aware of the College of Technology Facebook or Twitter pages. Only 48%
of students indicated that they were aware of the accounts. If the response
indicated that the students knew about the sites, they were then asked to answer
how they found out about the Facebook or Twitter accounts. The results of where
students were finding the Facebook and Twitter accounts did not indicate a
pattern of any kind, as the method for finding the two pages seemed random.
Whether it was from a friend, random Web search, or on the College of
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Technology website, students seems to be locating the Facebook and Twitter
pages in a random fashion.

4.6. Media Evaluation
In the final section of the survey, students evaluated the media that the
College of Technology uses to recruit students, as well as reflect on which ones
they felt were the most beneficial. When asked how the College of Technology
material compared to other colleges, students reported the results found in
Figure 4.5 on a four point Likert scale. Overall, the materials were deemed to be
effective in all areas. Visual Appeal, Informative, Persuasive, and Availability all
ranked high with more than three quarters of all respondents ranking it at a three
or four on the Likert scale.

40
30

29

27

24

23
19

20

19

16
12

10

7

8

6
1

0

5
1

0

1 (Worse)
2
3
4 (Better)

0
Visual Appeal

Informative

Persuasive

Availability

Figure 4.5. College of Technology Media Comparisons

After evaluating the media from the College of Technology as a whole,
students were also asked to evaluate the individual media types in terms of how
useful they were in searching and finding a college.
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Table 4.4
College of Technology media usefulness.
Number of Respondents
Media Type

Not

1

2

3

4

Beneficial

Extremely

Beneficial

Beneficial

%

CoT Event

5

2

12

9

9

9

58.69%

CoT Facebook

11

10

5

11

7

2

43.47%

CoT Promotional

3

3

6

16

8

12

75.00%

CoT Twitter

26

9

2

4

4

1

19.56%

CoT Website

1

2

2

13

15

16

89.79%

Material

While CoT Promotional Materials and CoT Website ranked quite high in
terms of usefulness, and the Twitter page ranked low in comparison. In table 4.4,
the results have been slit into half (Not Beneficial and Extremely Beneficial), and
over the six point scale, the 4, 5, and 6 ranking have been grouped together to
form the last column. The last column shows a percentage of the respondents
who felt the media was beneficial. The CoT website was effective according to
about 90% of respondents, which means that the information students are
gathering or finding there is adequate. Of the responses, 43% of students
reported the CoT Facebook page was beneficial, which is interesting due to fact
that only 2% of students indicated that the Facebook page the CoT has was a
primary source of information. CoT Events ranked in the middle range of
usefulness from the respondents in comparison, even though most of the results
point to it being in the upper levels of usefulness. This data is similar to other
questions regarding this media. There seems to be a connection of awareness,
usefulness, and past media use in searching for colleges.
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As a final question, respondents were asked how the College of
Technology should connect with future potential students. Interestingly, after most
students indicated that they did not utilize much social media to search for a
college, the most popular suggestion on how to connect to students was to use
Facebook.
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Figure 4.6. How the College of Technology should connect.

In Table 4.6, respondents indicate that Facebook, Events, and the Website
are how the College of Technology should connect with future students. While
CoT Events were not strongly indicated as being a major source of information,
or even the best influence on prospective students, many feel it is still a strong
choice. Additionally, while many students did not list Facebook as a prime
influence or source of information, it is the top response in this figure.
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CHAPTER 5. DISCUSSION AND CONCLUSIONS

This study has focused on the recruiting methods and the effectiveness of
those methods in recruiting students in the College of Technology. The survey
was created in a manner that would allow this research to answer questions
based on the Theory of Planned Behavior. The first series of questions involved
the attitudes and beliefs, the second set of questions focused on intentions, and
the final questions involved behaviors like usage habits. This method was used
with the hope to determine there would be a better understanding of how various
media channels work for recruiting in the College of Technology. The remainder
of this paper will be the conclusions of the researcher, implications of the
research, and suggestions for future research.

5.1. Summary of Study
The freshmen class of 2010 was chosen to participate in a voluntary study
during the spring 2011 semester in order to better understand the roles that
different mediums play in recruiting for higher education within the College of
Technology at Purdue University. The intent was to discover and understand the
factors that influence potential students in choosing the College of Technology.
Through this study, the College of Technology should be able to better sculpt a
plan for recruitment. Future recruiting can consider all media types, as well as
outside factors which influence students.

5.2. Discussion
At the beginning of this study, it was clear that social media was not a
primary factor in the recruitment process in the College of Technology. A
Facebook page existed and a Twitter account had recently been activated, but
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many students did not know about it, or found out about it from a friend as
evidenced in this research. The College of Technology was relying heavily on
print media (brochures, pamphlets, etc) as well as a web presence, personal
phone calls, and email campaigns to alert students of the events within the
college. The college also focused on visiting high schools in Indiana to recruit
students.
In section 5.1, this researcher indicates that the intent of this research was
to discover and understand the factors that influence potential students in
choosing the College of Technology. Given the results of the survey, there are
questions that need to be answered. Is the College of Technology behind by not
focusing more time toward managing their social media presence? Most students
indicated that they did not utilize social media as a means of research, but one
third of the same students indicated that they believed social media like
Facebook should be used to connect with students. How can the College of
Technology better the methods of recruitment they currently use? An issue
presented itself where the College of Technology website was not the initial
source of information for any students, but then because their (56%) primary
source of information later. It would seem the primary problem that is presenting
itself is a general awareness of where to get information.

5.2.1. Parents
A factor in any major decision at a young age is that of the parents. This
study shows that not only do parents have major influence on the decision
process for students, but that a large number of parents are assisting their
children in the search for a college. This has implications for how information is
conveyed to the students. The website, brochure, and other media needs to be
able to appeal to both parents and students in order to have the maximum
effectiveness. This would suggest that the marketing materials of the College of
Technology must balance the needs of both groups when developing recruiting
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materials. Additional research would need to be done in order to determine what
parents and students are looking for specifically.
If additional College of Technology research were to be conducted to
pinpoint how parents are involved in the search for a college for prospective
students, there are a some issues that would need to be addressed. Through this
study, it has been established that parents play a large role in many students
decision process for choosing a college. However, this does not explain exactly
why or how the parents are coming to their own conclusions. The College of
Technology would need to consider how parents first begin their search for
colleges, and how they do research on colleges once they find ones that please
them. Parents also will interpret and have different feelings towards varying
media types most likely. This research shows that Facebook is a prominent factor
for students and that they advocate its use for recruiting, but do parents feel the
same way?
5.2.2. Social Media
The lack of a social media presence within the College of Technology, but
a presence of social media in other universities made this part of the study
particularly interesting. Taking the step toward implementing the use of social
media in terms of marketing is not an easy one, as someone has to
maintain/update the information on the sites. It seems that the largest issue with
the current College of Technology Facebook and Twitter pages is not that the
pages are inadequate ways to convey information, but that there is a lack of
awareness. Of all the students that responded to this study, only one respondent
indicated that Facebook was used as a means of finding information about the
College of Technology, while 98% of respondents reported being members of
Facebook. This poses the question as to whether students knew about the
Facebook page, or chose to not utilize Facebook in that manner. Additionally,
there was a comment one of the respondents made that expressed Facebook as
being an inappropriate means to make a decision on a college choice.
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I use Facebook to talk to friends, but I DON'T consider it a source of
reliable information about important things such as finding a college. I
check out websites OWNED or MAINTAINED by the school they are for,
not social networks. I feel social networks SHOULD NOT play a decisive
role in making such an important decision.

This could be a barrier that the College of Technology could encounter should
they continue using social media like Facebook to recruit.

5.3. Implications
The implications of this study are directly related to the College of
Technology and how it should conduct its recruitment strategies in the future.
With only a single student reporting the use of Facebook as a means of
information, but 29% of the students conveying the idea that future potential
students should be recruited on Facebook, the College of Technology might want
to reconsider how it uses the Facebook network. In chapter 2, the University of
Michigan and University of Stanford were shown to be using Facebook in
inventive ways. This could be a more effective means and the direction the
College of Technology might want to consider. Print materials, physical visits, and
other non technological means of recruiting were very underscored in this
research. Students do not seem to feel very strongly about these services and
mediums, or they are not available to more students. Due to the internet and the
accessibility of any web resource, the return on investment for Web, and social
media would seem to be on the winning edge. The College of Technology will
need to weigh the pros and cons of how students react to the more traditional
methods of recruiting versus social media and the Web.
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5.4. Recommendations for Future Studies
This study, while relevant to the College of Technology, may not be an
accurate depiction of how other colleges would fare with utilizing social media as
a recruiting tool. For future studies, the following steps could be taken.

Compare multiple colleges within Purdue University. As noted above, different
colleges may have varying results when considering the use of social media for a
recruiting tool. A study that would compare for instance the College of Technology
may have vastly different results than the College of Education, but they may
also be very close in terms of the results. The result of a comparative study could
give information that shows if students with different majors/interests feel
differently about the different recruiting methods. Do students in the College of
Technology react more or less favorably towards social media? Are students in
the College of Science more likely to request print media? There are many
possibilities here.

Focus a study on creating a social media recruiting tool, and testing it against
traditional methods. A study that could devise a typical social media tool or an
interface using Adobe Air (for example) and have students do “research” on a
university versus traditional methods. The results could give insight to how
exactly students like the information to be conveyed to them. There would be a
control and an experimental group, where one group finds information via a
social interface that allows real time conversation and content sharing. The other
group would be given the more traditional media for recruiting (brochures,
pamphlets, booklets). This could also be a process that educates the students on
the pros or cons of social media recruiting. What do students learn during this
process? Does the ability to share information so easily allow students to actually
learn more about a particular college? Is this information always beneficial or is
some of it negative?
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Directly poll parents for information. This would be a study that would ask many
of the same questions, but directly to the parents of prospective students.
Additionally, it could be more specific when asking what they are looking for, and
also how they feel about new media. A focus group would also be very beneficial.
In order for a focus group to be effective, it would be important to poll parents first
to test their knowledge and general beliefs about social media. In the focus
groups, a short demonstration of how to use social media and how it could be
used in recruiting would help them to understand the media. A discussion on
what in particular they are looking for would aid in knowing how to balance what
students and parents are seeking in recruiting information. This would allow a
college to further modify recruiting methods to satisfy parents.

Repeat this study. The intention of a repeat study would be to identify whether or
not the preferred media types in students and parents is changing. If one were to
have run this same study in 2000, when social media was not nearly as prevalent
in society, the results would certainly be different. Likewise, a repeat or even
longitudinal study could give an idea as to how the roles of various media are
changing in recruiting prospective students to the College of Technology.

5.5. Summary
This chapter detailed the conclusions of the researcher. It revisited some
of the basic understandings of the topic area as well as the theoretical
background of the study. The discussion section of this chapter is particularly
important, as it is the type of discussion that should be held with those who have
influence over how the College of Technology is recruiting. Facebook recruiting
was a particularly interesting topic, due to students not using it during the
recruiting process, but having a much larger percent of them (29%) pushing for it
to be used in the future. In addition, the future research has the possibility of
turning out interesting research that the literature review section of this did not
discover. More information is needed on how different colleges would benefit
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from using social media as a recruiting method, and the proposed future
research could be the answer. Also, colleges need a way to test which methods
students prefer the information to be presented in with respect to social media.
Finally, more information is needed on how parents feel about the different
mediums and recruiting. They need to be asked more specific questions
especially about social media. It is a hope that this paper will lead to further
discussion and study on recruiting within the College of Technology. Will the
College of Technology soon alter the way in which it recruits due to innovation or
necessity? Will technology be embraced by students and those in charge of
recruiting, or will it simply pass them by? Hopefully, this is one of many other
studies that focus on how students will be recruited in the future.
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